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Abstract 
One of the main problems encountered by modern organizations is how they are perceived by the society. Every 
individual in a society has in integrated state in his mind thoughts, perceptions, beliefs, and the impression of the 
institution. Image is made up of institution-related perceptions and impressions. Messages of all kinds affect image, 
and image determines the direction of reputation. Expressed in different concepts such as being respected, dear, 
reliable, and prestigious, reputation has recently become more attractive to researchers. This being considered by 
institutions and their existing image being analyzed by means of scientific research methods will help them to 
achieve their targets. The objective of this study is to measure the Erciyes University students’ perceptions of the 
same university. In this study in which students from communication faculty in their last year participated, data has 
been collected by administering questionnaires containing items related with institutional image. Findings from this 
study are important in that they provide information to serve to enhance institutional image. 
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One of the main concerns of modern organizations is the public perception of their corporations or institutions. 
Perception is defined as choosing, eliciting, organizing and interpreting the inputs from our environment in a way to 
form meaningful contexts about them and using relevant methods for this process (Sabuncuoglu, 2008: 81). The 
image of a corporation is mainly comprised of perceptions and impressions about that corporation. Each 
institution’s stakeholders have a set of opinions, perceptions, impressions, beliefs and emotions about their 
institution. If there is a set of positive opinions, perception etc. then the image will be positive in parallel. Each 
attitude, behavior, speech and each message about the corporation is of influence on this set of ideas and etc 
(Gumus and Oksuz, 2009: 19). A tribunal image of any corporation might need to be revised for today’s conditions. 
Because it is very much likely that today’s values might not coincide with the values of previous decades. It would 
be wise of corporations if they could pay attention to such issues and analyze their current images through scientific 
research methods (Bakan, 2008: 297). Corporations might often get stumbled upon expecting never changing 
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positive images on their customers eye’s about themselves, however, there is no certain ways of measuring current 
efficiency of image created, but just some research methodologies. (Peltekoglu, 2007: 566). 
The positive reputation of universities gained through positive images is always effective on university preferences 
of both students and academicians. Then, it becomes possible to say that reputation directly influences a university’s 
success. The main theme of the study is to analyze perceptions of Erciyes University Faculty of Communication 
students on Erciyes University’s institutional reputation. The study uses the surveys conducted with the participation 
of senior students of Public Relations and Promotion, Journalism and Radio, Cinema and Television departments 
and their perceptions on institutional image are assessed and reported. Those students who will be employed in the 
sector in the near future will certainly have an impact on perceptions about Erciyes University. The study is of high 
importance as it provides valuable information on promoting corporate image and reputation. 
1. CORPORATE REPUTATION  
Reputation is defined as the total set of individual and collective judgments on the reliability of an institution based 
on a general set of values, their trustworthiness and competence. The reputation of an institution or corporation is 
characterized by a set of factors including customer satisfaction, service and product quality, administrative and 
corporate transparency, social responsibility, staff qualifications, social facilities and rights provided to staff, wage 
policy, avoiding unfair competition and reliability. Sometimes generally articulated and believed things in one 
specific group might not be compatible with those in another group, so individuals or institution might have more 
than one reputation (Gecikli, 2008: 136-137). Reputation has recently come to be well known and duly 
acknowledged by institutions. As the benefits and advantages of reputation to corporations in marketing, human 
resources and financing in a globally competitive market are realized, the interest to efforts for corporate reputation 
increases. We often hear the presidents of board of directors of many corporations talking about their corporate 
reputation as their most valuable property in their speeches and messages. Reputation is a concept which is closely 
related to the reliability of corporations. In other words, corporations obtain reliability through their behaviors, and this 
reliability provides the basis for a powerful reputation and in turn this reputation provides important clues for future 
behaviors of corporation. Given the fact that reputation is the total set of components resulting from perceptions and 
reality, it is possible to say that a corporation will never have a powerful reputation if its stakeholders do not have a 
faith in the qualities of corporation. That’s to say, even if the corporation produces a quality product, conducts social 
responsibility activities, has a good working environment, it won’t be successful as long as stakeholders don’t 
believe this. If a corporation manifests itself through good behaviors and accurate messages, it might have positive 
reputation through the years (Gumus and Oksuz, 2009: 3-16). 
All types of corporate messages have an impact on the image and in turn this image identifies the direction of 
corporate reputation. Thus, the definition that the value of a photograph associated with a corporation’s name is the 
reputation of the corporation indicates the difference between the concepts of image and reputation. Given the 
impact of all messages on the image, it becomes possible to consider that these impacts might be either positive or 
negative, however when it comes to the reputation of a corporation, the concept cannot be associated with any 
negativity as the word is laden with positive meanings (Peltekoglu, 2007: 589-592). The outcome of positive image 
and reputation is interest (Sabuncuoglu, 2008: 94). In regards to the concepts of corporate reputation and image, the 
former is said to be harnessed in the long run and not easily spoilt or altered and the images of each corporation or 
institution will form a reputation through the years. Therefore, reputation is formed from the perceptions and 
evaluations of various stakeholders of any corporation and requires longitudinal efforts and activities (Gumus and 
Oksuz, 2009: 31-37). 
2. CONCEPTS RELEVANT TO CORPORATE REPUTATION  
Corporate reputation is closely related to the image, identity and culture of an institution. Reputation happens to be a 
value obtained through effective management of culture, image and identity. As identity has an impact on 
institutional image, so does the image on reputation. To put it differently, reputation is shaped over the identity, 
culture and image of an institution (Gumus and Oksuz, 2009: 38). 
2.1.         Corporate Identity 
It’s possible to classify the notion of identity as individual identity, collective identity and corporate identity. 
Corporate identity indicates the identity of a corporation, enterprise or organization in a similar way to collective 
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identity but different from individual identity. This identity is comprised of behaviors of the staff, communication 
styles, philosophy and visual components of a corporation (Okay, 2005: 35-37). Corporate identity expresses an 
important concept which associates the same points with the individual identity, is the answer to the question "who" 
for organizations, distinguishes one corporation from others and introduces it. In other words, corporate identity 
provides answers to a lot of questions including what the corporation is, what it does, and manifests peculiar 
characteristics of a corporation (Gumus and Oksuz, 2009: 22). Corporate identity is the reality of and indicates the 
characteristics of enterprises. It provides answers for what a corporation is (Sabuncuoglu, 2008: 84).  
Identity is concrete structure established by the organization and the image is the abstract structure formed and 
perceived on the part of target mass (Bakan, 2008: 292). The efforts for corporate identity are concrete activities 
which exist in reality, while image is the abstract opinion of target group about corporation (Okay, 2005: 267). 
Image is the desired status, and identity is the current status in reality (Okay, 2005: 66). Corporate identity defines 
the real picture of the corporation, while corporate image depicts a different picture, that’s to say image is the 
reflection of identity in the social field (Solmaz, 2007: 33).  In today’s conditions corporations can only achieve a 
positive image and corporate reputation through a successful corporate identity which endorses the desired image 
(Peltekoglu, 2007: 546). Corporate image is characterized by corporate identity and its components and specified by 
the image of brand names owned by the enterprise (Sabuncuoglu, 2008: 91). Corporate image is something relevant 
to the impact of whole formation of corporate identity. In other words, the corporate identity, which is formed as a 
result of corporate philosophy, design, behaviors and communication efforts, characterizes corporate image, in turn 
(Okay, 2005: 246). There is close connection between the concepts of corporate image and corporate identity. The 
reflection of corporate identity around the corporate circles forms the corporate identity of enterprises, namely, an 
enterprise without any corporate identity would not have a corporate image, as well. Or an enterprise which doesn’t 
have any or a well-established corporate identity isn’t likely to have a good image (Sabuncuoglu, 2008: 93). The 
corporate identity which is something about the vision and which materializes in visual indicators will have an 
impact on image which is relevant to feelings and opinions of people about the corporation (Peltekoglu, 2007: 572). 
The images thrived to be established without any efforts on corporate identity will certainly be temporary, not 
permanent. A successful corporate image will only be achieved through effective corporate identity efforts. The goal 
of corporate identity activities is to establish a successful corporate image. Once a successful image is achieved, the 
efforts should be exerted to protect and improve this image through corporate identity activities (Okay, 2005: 259-
272). As the identity of a corporation is the determinant of their image, once the corporate identity is introduced to 
stakeholders, an image about the corporation is formed in their minds and this image will in turn provide the chance 
to obtain a powerful reputation in the long run. However, this process has its roots in corporate culture (Gumus and 
Oksuz, 2009: 33).  
2.2.        Corporate Culture 
Corporate culture is the total of values shared among the staff inside the corporation. To put it in another way; the 
staff has values as to what’s right or wrong and which behaviors are welcome and which are not (Simsek and Fidan, 
2005: 19). Even more, the impact of corporate culture starts to manifest its impact just at the application for the job. 
Employees decide to apply or not considering the values and beliefs of the corporation (Gumus and Oksuz, 2009: 
26). Corporate culture promotes the morale and motivation of employees; sustain their loyalty and productivity thus 
characterizing corporate performance (Gumus and Oksuz, 2009: 27). Corporate culture is a set of formal and 
informal rules shared by all those recruited in the corporation and which arranges their behaviors or in other saying a 
system of norms, values, rules, beliefs and habits directing corporate behaviors of employees (Solmaz, 2007: 44). 
Corporate identity and corporate culture are two notions which are intertwined with each other, mutually affecting 
themselves, but again independent from each other. Each corporation identifies their culture parallel with the 
identity they want to convey. The positive corporate identity is the indicator of an advanced culture, and those 
corporations with no success or poor culture don’t provide chances for identity improvement (Okay, 2005: 272). 
Corporate culture comprising rules adopted by the corporation along with corporate strategy will determine 
corporate identity as the personality and its way introducing itself, and this identity will in turn will materialize in 
the corporate communication style, corporate behaviors and visual identity indicators to form the picture or image in 
others minds in the final cut (Peltekoglu, 2007: 547).  
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2.3. Corporate Image 
Image is the set of ideas on an object, corporation or another person and these ideas are not necessarily identical 
with reality. Everyone might have an image and in order to make this image a positive one, he has to get engaged in 
various activities enhancing the quality of this image (Okay, 2005: 242). It’s not compulsory to see the object to 
form an image about it (Bakan, 2005: 11). Image can be associated with physical appearance, corporate 
communication and corporate behavior for a corporate; and with physical appearance, body language, the words 
uttered, contexts and types of behavior for a person (Peltekoglu, 2007: 566). Image is important from two respects 
for corporate functioning. One of them is, providing necessary information to elicit and sustain differences; the 
second one is importance for the sustainability of the organization. Promoting facilities for the existence of 
corporation, image has substantial impact on the ability of corporation to purchase products and services and on the 
satisfaction for organization. Some of these impacts of expected image are that organizations acquire a dependable 
place in target group’s mind, they are found attractive and sympathetic and similar positive associations (Bakan, 
2008: 297-298). The most important asset of corporate image is the fact that the enterprise creates a difference 
among others and it stays in mind (Sabuncuoglu, 2008: 89-93). 
One of the answers to be given to the question “how the images are created” is that they are established accidentally 
or by coincidences, or they are acquired through fame, physical appearance and experience. Namely, the 
experiences acquired through visual indicators, observed behavioral aspects and communication forms a picture in 
the minds of others. In other words, all types of messages originating from the corporation shapes the picture 
relevant to the corporation (Peltekoglu, 2007: 566).  If the perception of corporation about itself overlaps with the 
idea of target group about the corporation, this creates the ideal image (Okay, 2005: 66 ; Solmaz, 2007: 33). The 
most prominent components of image is the vision of a corporation stating the expected status and position of a 
corporation in the future, its ideals and reasons for existence; its mission which indicates the peculiarities of 
corporation and special tasks it undertakes distinguishing it from others, corporate culture which is the basis for its 
world view, communication strategies arranged to express its social responsibilities and its corporate design. In 
general, the factors affecting corporate image are as follows; the quality and characteristics of its products, product 
design, after-sale services, advertisements, its relations with customers, employees, suppliers, distributors, product 
packaging, stock market’s impact, physical appearance of the company and its relations with media (Sabuncuoglu, 
2008: 89-93). To establish a corporate image through publics relations it is highly important to maintain customer 
satisfaction, establish good relations with society, conducting promotion activities, making sure that positive 
accounts about the corporation takes place in the media, establishing an effective internal communication system, 
motivating the staff, having good relations with investors and the media and having an effective web-site in terms of 
content and shape (Bakan, 2008: 303-304). It is observed that the concepts of corporate identity, image and 
reputation have a strong say on the perception of society about organizations in general (Gecikli, 2008: 138). It’s 
necessary to state that discourses not originating from the corporate itself have an influence on the formation of 
image, the road to reputation passes from  image and it won’t be wise to wait for coincidences for image, all of 
which highlights the importance of image and communication management. Never to forget is the fact that positive 
image, i.e. positive perceptions on corporation and individual, is the first step towards reputation. The mission, 
vision and target groups of the corporation should be identified and corporate strategy and culture should be 
established which in turn provide the basis for corporate image (Peltekoglu, 2007: 571-572). 
3.       RESEARCH 
3.1.           The Objective, Methodology and Significance of Research  
The main concern of the study is to analyze and measure the perceptions of Erciyes University Faculty of 
Communication students on the institutional image of Erciyes University. According to data obtained from Erciyes 
University Information and Proceedings Units for 2013 spring term, there are 167 Journalism, 155 Radio Cinema 
and TV and 61 Public Relations and Promotion students at the Faculty of Communication. A representative sample 
of 30% are randomly chosen from among 383 students in total, and surveys are applied on voluntary participants 
containing 50 students from Journalism, 47 from Radio, Cinema and 18 students from Public Relations and 
Promotion departments totalling up to 115 participants to be used for evaluating their perceptions on institutional 
image.  
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One of the most important methods of reaching masses is making use of leaders. It is much easier, quicker and more effective 
to reach to community through leaders than trying to get to them one by one (Kazancı, 2007: 109). One of the main points 
in creating an image, is to increase the number of those who is familiar with the theme and who knows about the 
institution and to get access to public opinion leaders. It is highly possible for public opinion leaders to have an 
impact on reference groups with respect to customer preferences and their attitudes towards a brand name 
(Peltekoğlu, 2007: 573-581). The students of Faculty of Communication, who are also the internal target group of 
the institution, are expected to demonstrate a high level of interest to the research as they have been having an 
education on communication studies. The Faculty of Communication has media units broadcasting or publishing on 
the local level to ensure the practical improvement of students, so there is a likelihood or potential of research 
participants to be public opinion leaders with an effect on others. Those students have a potential to be recruited in 
the sector of communication and they will certainly have an effect on the vision of Erciyes University in the future. 
In addition, as they are senior students, they are more likely to have more experience about the University. 
Reputation acquired by universities through positive images is likely to direct university preferences of both 
academicians and students. Likewise, reputation has a direct role on the achievements of universities. The study is of 
crucial significance as it has remarks and insights on the promotion of institutional image and reputation. 
3.2.            Findings 
The total number of senior students at the Faculty of Communication is 383 and 30% of them are randomly chosen 
to represent the population including 47 students (%40,9) from Radio, Cinema and TV, 50 students from Journalism 
(%43.5), 18 students from Public Relations and Promotion Department (%15.7) totalling up to 115 participants.  
There are 52 female participants (%45.2) and 63 males (%54,8). 5% of participants (%4.3) are between 18-21 ages, 
10 (% 8.7) are between 26-29. The number of participants, 100 (%87), are between 22-25 ages. The most mentioned 
48 (%41.7) criteria when selecting Erciyes University is “the idea that being unable to go to another university”. The 
second one is “geographical proximity” 23 (%20). “Teacher recommendation” 17 (%14.8), “family and friends 
recommendation” 11 (%9.6), while there are 12 (%10.4) people due to the quality of the faculty. 69 (%60) people 
reached to information about the university through the Internet, 22 (%19.1) get info from their friends, 12 (%10.4) 
from their teachers or educators and 7 (%6.1) from their families. 
7 (%6.1) completely agreed with the statement that the facilities of university are efficient and useful, while 36 
(%31.3) people just agreed with it. 8 (%7) had no idea, 43 (%37.4) didn’t agree and 21 (%18.3) completely 
disagreed. 5 (%4.3) participants have completely agreed with the statement that Erciyes University has an average 
price policy for accommodation transportation and tuition fees, 37 (%32.2) of them agreed, 6 (%5.2) people had no 
idea, 38 (%33) disagreed and 29 (%25.2) completely disagreed. 37 (%32.2) participants had no idea on the 
statement that dormitory and accommodation services are good, while 23 (%20) people agreed, 5 (%4.3) completely 
agreed, 26 (%22.6) disagreed and 24 (%20.9) completely disagreed. The idea that food services are of enough 
quality had been approved by 40 (%34.8), while 9 (%7.8) people have completely agreed, 19 (%16.5) people had no 
idea, 28 (%24.3) disagreed and 19 (%16.5) completely disagreed.  
As for the phrase connoting that cultural activities are at an efficient level, 47 (%40.9) people have disagreed, 32 
(%27.8) have completely disagreed, 13 (%11.3) of them had no idea, 18 (%15.7) people agreed and 5 (%4.3) people 
completely agreed. 60 (52.2) participants have agreed with the statement expressing that it is easy to access any 
information on the University web-site, 14 (%12.2) have completely agreed, 13 (%11.3) stated that they had no 
ideas, 47 (%40.9) people disagreed and 32 (%27.8) have completely disagreed. The number of those who agreed 
with the phrase “The library is rich in terms of resources” is 64 (%55.7), 13 (%11.3) people completely agreed, 17 
(%14.8) had no ideas, 11 (%9.6) people disagreed and 10 (%8.7) completely disagreed. 
44 (%38.3) of participants agreed with the idea that courses endorsed their improvement, 1 (%0.9) completely 
agreed, 16 (%13.9) people had no idea, 37 (%32.2) people disagreed, 17 (%14.8) completely disagreed with it. The 
phrase “Teaching staff provide enough information to students” bore no idea 45 (%39.1), 41 (%35.7) people 
completely agreed, 16 (%13.9) people agreed, 13 (%11.3) disagreed.  53 (%46.1) of participants agreed with the the 
university has a good level of scholarship and assistance services, 11 (%9.6) people agreed completely, 38 (%33) 
people had no idea, 25 (%21.7) people disagreed. The most number of participants demonstrated an agreement on 
the idea that university’s physical facilities are modern and clean with 53 (%46.1) people, 6 (%5.2) people 
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completely disagreed, 11 (%9.6) had no ideas, 27 (%23.5) people disagreed and 18 (%15.7) people completely 
disagreed. The most rate of disagreement has been shown on the fact that university listens to the problems of 
students with 40 (%34,8), while 30 (%26.1) people completely disagreed, 40 (%34.8) people had no ideas, 19 
(%16.5) people agreed and 1 (%0.9) completely agreed. The statement that university tries to provide solutions for 
student problems has had disagreement response from 38 (%33) participants, 23 (%20) people have completely 
disagreed, 31 (%27) people had no ideas, 21 (%18.3) people agreed and 2 (%1.7) people completely agreed. 
39 (%33.9) participants disagreed with the idea that the university is administered with a consciousness of social 
responsibility consciousness, 21 (%18.3) people completely disagreed, 29 (%25.2) had no ideas, 25 (%21.7) people 
agreed and 1 (%0.9) completely agreed. 39 (%33.9) people disagreed with the statement that the university 
disseminated its activities and conducted promotion activities, while 17 (%14.8) people completely disagreed, 24 
(%20.9) had no ideas, 32 (%27.8) people agreed and 3 (%2.6) people completely agreed. The idea that the 
university is open to innovation and change was agreed by 45 (%39.1) participants, 3 (%2.6) people completely 
agreed, 16 (%13.9) people had no ideas, 33 (%28.7) people disagreed and 18 (%15.7) people completely disagreed. 
The opinion that university gives enough importance to quality in education has been approved by 40 (%34.8) 
people, while 2 (%1.7) people completely agreed, 25 (%21.7) had no ideas, 35 (%30.4) people disagreed and 13 
(%11.3) completely disagreed. When it comes to the idea that the university is open to scientific competition, 33 
(%28.7) people agreed, while 6 (%5.2) completely agreed, 28 (%24.3) had no ideas, 29 (%25.2) people disagreed 
and 19 (%16.5) completely disagreed.  
Survey participants agreed that they are happy to be students at Erciyes University with 39 (%33.9) people, while 5 
(%4.3) people completely agreed, 17 (%14.8) people had no ideas and 29 (%25.2) people completely disagreed, 25 
(%21.7) people disagreed. 37 (%32.2) people agreed with the idea that Erciyes University has a positive image, 
while 5 (%4.3) people completely agreed, 16 (%13.9) had no ideas, 30 (%26.1) people completely disagreed and 27 
(%23.5) disagreed. 22 out of 50 Journalism students though that the university had a positive image, 7 of them had 
no ideas, 21 disagreed with positive image. 28 out of 47 Radio, Cinema and TV students thought that the university 
had positive image while 6 had no ideas, 13 of them disagreed with the idea. 7 out of 18 Public Relation and 
Promotion students though that the university had a positive image while 3 of them had no ideas and 8 disagreed 
with the idea. 
RESULTS  
Customers prefer organizations with corporate reputation in the process of purchasing service and products, 
similarly institutional reputation is significant in students’ and academicians’ preferences as a service producing 
organizations. That said, reputation has direct impact on the success of universities. As the students of Faculty of 
Communication have a potential of becoming opinion leaders and directing others, they are strategically important 
for reputation management.  
According to research data the most mentioned 41.7% criteria when preferring Erciyes University is “the idea that 
being unable to go to another university”. The second one is “geographical proximity” 20%. The rate of “teacher 
recommendation” is 14.8%, “family and friends recommendation” rate is 9.6% and the quality of departments and 
university had a rate of 10.4%. Another finding is that the students access information about the university before 
the exam via the Internet at a rate of 60%, while 19.1% of candidates got information from their friends. There has 
been a rate of agreement on the idea that the university has sufficient level of transportation services was 37.4% 
while 7% had no ideas and 55.3 %of participants disagreed. The rate of those who agreed with transportation, 
accommodation and tuition fees are at average level is 36.5%, while the rate of those who had no ideas 5.2% and 
the rate of who disagreed was 58.2%. The rate of those who do not agree that there are sufficient level of cultural 
activities has been 68.7% while those who had no ideas has been 11.3% and those who disagreed has been 20%. 
The idea that the university students access to information over the web site easily, got a rate of 64.4% agreement 
and 11.3% of them had no ideas and finally 68.7% of them indicated their disagreement.  
The idea that the library is rich in terms of resources had an agreement rate of 67%, while 14.8% of participants had 
no ideas and 18.3% of them disagreed with the idea. The statement that courses provided improvement for students 
had 39.2% rate of agreement, 13.9% of participants had no ideas and 47% of them disagreed with it. The idea that 
teaching staff provided enough information to students had a 49,6% agreement while 39.1% of participants had no 
318   Kursad Golgeli /  Procedia - Social and Behavioral Sciences  122 ( 2014 )  312 – 318 
idea and 11.3% disagreed. The statement that the university has a sufficient level of scholarship and assistance 
services received 55.7% rate of agreement, 33% of participants had no idea, and 21.7% was the rate of 
disagreement. The rate of those who find the university’s physical facilities are modern and clean has been 51.3%, 
while the rate of those with no ideas has been 9.6% and 39.2% of them disagreed. The rate of those who agreed 
with the idea of university has a sufficient level of dissemination and promotion activities has been 48.7%, 20.9% 
of them had no idea and 30.4% of them agreed with the idea.  
               36.5% of participants agreed with the idea that university attaches enough importance to the quality of 
education, while 21.7% of participants had no ideas and 41.7% disagreed. The idea that the university is open to 
change and innovation got an agreement rate of 41.7% while 13.9% of them had no idea and 44.4% was the rate of 
disagreement. The idea that the university is open to scientific competition had an agreement rate of 33.9%, while 
24.3% of participants had no idea and 41.7% of them disagreement. The 38,2% of survey participants agreed that 
they are happy to be a student of Erciyes University, while 14.8% of participants had no idea  and 46.9% of them 
disagreed. The statement that Erciyes University had a positive image had a agreement rate of 36.5% while 13.9% of 
participants had no idea and 49.6% of them disagreed with the idea. 
It is possible to say that all units of the university specifically managerial units focus on those points with high level 
of negative image, try to analyze the reasons for these issues and commence activities to form positive image to 
promote the reputation of Erciyes University. It will useful for the maintenance and promotion of reputation, if 
similar studies and efforts are exerted on various targets on a sustainable level.  
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